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Fundamentals of Eisai
Eisai’s fundamentals are deployment of business 
activities which aim to enhance patient value and 
employees who give first thought to patients and 
their families and to increasing the benefits that 
health care provides (         concept).  At the 2005 
General Shareholders’ Meeting, we codified the 
corporate philosophy into Articles of Incorporation.
Our objective is only to fulfill the          concept.
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Major Filing Plan

Filed FY2005 FY2006 FY2007 FY2008 FY2009 FY2010 FY2011
Aricept:  Severe AD (US, JP)

Aricept: VaD (EU, US: supplemental data submission)

Pariet:  Symptomatic GERD (JP)

AcipHex/Pariet:  Extended Release Formulation (US, Europe)

E7389:  Breast Cancer (US)

E2007:  Parkinson’s Disease (US, Europe)
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We aim to attain sales of ¥1 trillion, R&D expenses of 
¥200 billion, operating income of ¥200 billion and        

net income of ¥120 billion

Consolidated P&L Plan

420220.4EPS (yen)

85.4DOE (%)

1613.1ROE (%)

11 %12.0120.010.663.0Net Income

13 %20.0200.016.196.0Operating 
Income

13 %20.0200.015.894.0R&D Expenses

9 %100.01,000.0100.0595.0Sales

CAGR*
05-11

%Plan%Forecast

FY2011FY2005
(¥Billions, %) 

*CAGR:  Compound Average Growth Rate
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1. Transition to independent marketing
Aim to market all future new products independently
⇒ Efficient use of SG&A expenses

2. Transformation strategy
Secure global flexibility by shifting operations to highly cost-advantaged 

areas where people have sophisticated techniques
- Production of APIs and formulation
- Clinical research, Clinical data management
- Process chemistry, Formulation research
⇒ Efficiency for COGS, R&D, and G&A expenses

3. Research and Development
Continue active investment to create patient value and further growth

4. Outcome of P & L structure reform
• COGS ratio   FY2005 17.5%Ą FY2011  15.0% (-2.5 p.p.)
• SG&A ratio 50.6%Ą 45.0% (-5.6 p.p.)
• R&D ratio                     15.8% Ą 　　　　　　20.0% (+4.2 p.p.)
• Op. Income ratio          16.1%Ą 20.0% (+3.9 p.p.)

Reform of Profit and Loss Structure



11



12

Sales Plan by Geographic Region

595.0

315.1

19.8

44.7

250.5

212.9

279.9

Net 
Sales

FY2005 Forecast

100.0

53.0

3.3

7.5

42.1

35.8

47.0

%
CAGR
05-11

%Net 
Sales

CAGR
05-11

%$ Billion

4%36.0360.0Japan

9%100.01,000.07%100.0929Total

13%64.0640.08%91.4849Overseas Total

20%6.060.09%18.5172Asia and Others

21%14.0140.07%28.7266Europe

10%44.0440.08%44.2410America

7%32.0320.02%8.680Prescription 
Pharmaceuticals

FY2011 PlanFY2011 Market Forecast
Geographic 

Region

(¥Billions, %)

*Market Forecast:  Internal estimation
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Well Balanced Sales Structure by 
Geographic Region

• Maintain double-digit growth in the largest 
market, the US

• Double the current proportion of sales: 
Europe Ą 14% 
Asia Ą 6%

• Outperform market growth in Japan

36(JP) : 44(US) : 14(Europe) : 6(Asia)



14

Sales Plan by Products 

595.0

595.0

344.0

150.0

194.0

Forecast

FY2005

100.0

100.0

57.8

25.2

32.6

%

9%100.01,000.0TOTAL

-30.0300.0New Products

3%70.0700.0Existing Products Total

6%48.2482.0Aricept + AcipHex/Pariet

6%20.7207.0AcipHex/Pariet

6%27.5275.0Aricept

CAGR
05-11

%Plan

FY2011

(¥Billions, %)

Existing Products vs. New Products
= 70 : 30
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194.0
(32.6%)

275.0
(27.5%)

150.0
(25.2%) 207.0

(20.7%)

251.0
(42.2%)

218.0
(21.8%)

300.0
(30.0%)

0%

20%

40%

60%

80%

100%

FY2005 Forecast FY2011 Plan

Sales Structure by Products

New
productsN e w
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World Headquarters (WHQ) Concept

Value Creation at All Places 
by Best People 

with Appropriate Structure
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World Headquarters (WHQ) Concept
Locate Functional Headquarters (FHQ) in the most appropriate 
countries and establish Regional Headquarters (RHQ) in each region.  
WHQ are composed of FHQ and RHQ

Regulatory Science

Transformation

HR Management and Development

CSR and Environment & Safety

Corporate Ethics, Internal Control and Risk Management

IR

Intellectual Property

Safety Management

QA
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R&D Strategy 
Create First-in-Class or Best-in-Class 
in target franchise areas as planned 

by accelerating utilization of 
advancing science & technology,
and globally unifying discovery, 

development, clinical research and 
regulatory submission 
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The New Global R&D Framework

Applying –omics technology to every level
and sharing bioinformatics

Basic Science & Technology

Translational Area

Tsukuba Lab.
(Japan)

Boston Lab.
RTP
（US)

London Lab.
（UK)

Eisai Global Clinical Development
(US, Europe, Japan, Asia) Regulatory &

Compliance
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Discovery Research (1)
Improve Discovery Capability in JP, US & Europe

• Increase discovery and development researchers globally
−
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• Expand and Strengthen Boston Lab.
−Significant improvement of drug discovery capability

▪ Build a new campus and integrate satellite lab. 
(FY2006)

▪ Pharmacokinetic research
−Scientists　(140Ą200)

• Enhance London Lab. (FY2007)
−Expand capacity by building a new lab. in European 

Knowledge Center campus located in Hatfield, UK
−Enhance medicinal chemistry, pharmacology and 

pharmacokinetics
−Scientists　(50Ą100)

Boston Lab.

European Knowledge Center (image)

Discovery Research (2)
Improving Discovery Capability in JP, US & Europe

Strengthening translational area
Tripartite discovery research centers in Japan, 
US and Europe will enable us to improve the 
capability to carry out discovery work inclusive 
of compound selection
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Clinical Research
• Integration of global clinical research in JP, US, 

Europe and Asia
-Unify all units under Eisai Global Clinical Development
-Global unification of functional units, including clinical 

pharmacology, data management, and biostatistics.
-Increase number of clinical researchers globally (500Ą800)

to manage from investigational clinical research to multi-
country Phase III mega studies

• Establish Asian clinical research hub
-Manage clinical research operation in Asia
-Global data management center

• Realization of simultaneous filing in US, Europe, and Japan
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Oncology Business
•Steady progress of in-house oncology pipeline

•Launch oncology business unit
Integrate exploratory research, clinical research and marketing 
activities with strong business leadership
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Business Strategy in Japan
• Achieve CAGR of 7% in Prescription Pharmaceutical 

business with Aricept, Pariet and new products from rich 
pipeline

• Target No.1 share in three franchise areas (neurology, 
GI & locomotor)

• Launch oncology business
• Increase number of MRs to 1,600
• Reactivated OTC business as initial business area

(Target Op. Income level: 20%)
• Introduce new technologies to diagnostics, generics and 

medical equipments business
¥360 billion in FY2011, CAGR 4%
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¸ Achieve full spectrum treatment for AD
-Secure “Gold Standard Therapy” position in full spectrum of AD by 

obtaining approval for severe AD indication
-Engage disease management cycle, early diagnosis-early treatment-

early evaluation
¸ Enhance superiority versus competition

-Advantage in efficacy by monotherapy and full spectrum, 
good tolerability

¸ Introduce new formulations & indications to satisfy unmet 
medical needs

-Oral disintegrating tablet (ODT), slow release tablet, liquid, tramsdermal,
efficacy and safety in pediatrics

¸ Cover wider range of dementia, including mild cognitive 
impairment (MCI) as a new indication

Aricept Strategy 

¥275 billion global sales in FY2011, CAGR 6%
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• Clinical benefits in pediatric population would bring exclusivity
• Enhance benefits of Aricept by developing new formulations 

such as slow release and transdermal formulation to obtain 
extra data protection and to replace current formulation

• Launch new products including rufinamide, E7389, E2007, 
E5564, AS-3201, and E5555

• Acquire products mainly in oncology & neurology; promote 
complementary alliance

Approaches to Composition Patent 
Expiry of Aricept in 2010 in US
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FY2009
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Japan
43

Japan
85

Japan
90

Overseas
151

Overseas
280 Overseas

185

-

100

200

300

400

FY2005
Est.

FY2010
Plan

FY2011
Plan

Global Aricept Sales Plan

(¥ Billions)

77.8%

22.2%

67.3%

32.7%

76.7%

23.3%

CAGR
(05-11)

Japan  :13%
Europe:12%
Asia:     12%

Contribution of Growth in Japan, Europe and Asia
FY2011 Sales 75% of FY2010
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AcipHex/Pariet Strategies
¸ Access Segment Strategy

-Maintain SOV and increase Rxs by PCPs and GI specialists 
-Enrich information flow by utilizing DTC, DTP and simple assessment 

scales 
-Further improve adoption on formulary by flexible pricing strategy to 

Managed Care Organizations

¸ Introduce new formulations & indications to satisfy unmet 
medical needs

-H. pylori eradication, s-GERD, extended release formulation, OTC

¸ Growth by utilizing advantage as the only branded PPI 
without generics in Japan

¸ Brand strategy on patent expiry schedule of other branded 
PPIs after 2009

− Increase brand awareness by providing information such as DTC

¥207 billion global sales in FY2011, CAGR 6%
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Japan
30

Japan
62

Overseas
120

Overseas
145

-

50

100

150

200

250

FY2005
Est.

FY2011
Plan

80.0%

20.0%

70.0%

30.0%



38





40

IR Policy
• Expand IR coverage

– Further focus on direct communication with shareholders
• Maximize shareholder value

– Invest in growth opportunities and return about half of net 
profit to shareholders

• Active return to shareholders
– Emphasize return via dividends and target a DOE approx. 

8% in FY2011

DOE
approx. 8% ＝

DPR
approx. 50% ×

ROE
approx. 16%
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